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To rejuvenate a destination means to develop growth strategies whilst in a phase of matura-
tion or stagnation. Stagnation tendencies have been prevalent in Alpine tourism since the 
1980's. In recent years, mature destinations in the Alps have attempted to maintain their 
appeal by defi ning and inventing new products and promotions rather than by further 
market penetration. Th e rapid (spatial) growth of tourism enterprises in the 1960's and 
1970's in the Alpine destination South Tyrol led to restrictive spatial legislation and as 
a result, greatly limited the quantitative and qualitative development capacities of hotel 
businesses in these mature destinations. Consequently, the entrepreneurs in South Tyrol and 
the surrounding region often perceive spatial planning as a restrictive instrument limiting 
the growth and strategic planning and development of their enterprises. In 2007, after a 
period of stagnation, the South Tyrolean legislature opened up possibilities of quantitative 
growth for tourism enterprises, but connected it with an obligatory spatial planning and 
strategy concept for the entire municipality. Consequently, the municipality has to justify 
the declaration of new tourism zones by demonstrating the potential for growth in tourism. 
Th e aim of this paper is to demonstrate, by way of the three South Tyrolean municipalities, 
that spatial planning and strategic tourism development are not necessarily confl ictive but 
that spatial planning, in combination with tourism planning and product development, 
can be a pro-active and creative tool with an important role in developing and implement-
ing growth in mature destinations. As such, the scope of both spatial planning and product 
development have been jointly defi ned and tested in a case study.
Keywords: 
mature destinations; rejuvenation; product development;, spatial planning; corporate 
development; Italy
Butlers Tourism Area Life Cycle describes the natural growth process of a tourism des-
tination, breaking it up into the phases of exploration, involvement, development and 
consolidation and ending with the phase of post-stagnation, which inter alia off ers the 
two scenarios of decline and rejuvenation (Butler, 1980, 2006). Th e decline phase is 
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primarily characterised by a decrease in guest numbers and an excessively high ratio of 
regular guests, shorter travel duration, less touristic activity and less spending than in 
the previous phases (Brooker, & Burgess, 2008). Furthermore, the tourism infrastruc-
ture has become outdated or been converted into non-tourist structures (Russell, & 
Faulkner, 1998). Destination rejuvenation means the development of strategies for the 
initiation of new growth after a phase of stagnation or decline and the revitalisation of 
the destination's life cycle.
A destination is a geographic area chosen by a guest or a guest segment as their vaca-
tion spot. Th is area provides all facilities, infrastructures and services necessary for the 
guest and the guest segment. From this demand-oriented point of view, a destination 
is seen as substantial competitive unit in the fi eld of incoming tourism and is to be 
managed as such (Laws, 1995; Bieger, 2000). With destination rejuvenation in mind 
success is only possible if the destination can be led to a positive competitive position 
once again (Faulkner, 2002).
Destination development is linked with spatial planning in diff erent ways. When it 
comes to developing infrastructures, to managing the volume of traffi  c or to coordina-
ting tourism with other types of land use, spatial planning is the discipline to mediate 
in potential confl icts and to produce solutions for the territory, its inhabitants and the 
regional economic system. In this manner spatial planning is so far being perceived 
rather as restrictive force than as strategic partner by tourism. Th is article, however, is 
based upon the question, whether new instruments in the fi eld of spatial planning can 
produce synergies with strategic product development processes in creating the condi-
tions for further growth and herewith for restarting a destination's life cycle. 
Th e aim of this article is to describe one way to use synergies between spatial planning 
and strategic product development by defi ning common fi elds of activities for both. 
Th e focus of the study is a traditional destination in South Tyrol (Italy), where the le-
gal framework in spatial planning has been changed in order to enable the initiation of 
rejuvenation processes in tourism. Th e case study describes one specifi c approach and 
the experiences gained, joining spatial planning and product development strategies 
for the benefi t of tourism growth. 
Th e fi rst part of the article is dedicated to the discussion of the theoretical background. 
On the basis of a literature review it refers to product development in tourism destina-
tions and to spatial planning with consideration to the concepts of resource, activity 
and experience spaces in particular. Th e second part of the article describes in detail 
the case study. It is divided into the description of the normative framework and the 
current situation in spatial planning and development in South Tyrol on one hand. 
On the other hand it evidences how the single steps of product development can be 
linked with spatial planning measures in order to defi ne the chances for destination 
rejuvenation. Th e case itself constitutes a description of a product development process 
under specifi c circumstances. Furthermore it delivers guidelines for the destination on 
how to link spatial planning concepts with innovation processes for developing and 
implementing growth strategies.
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Th e causes of growth and competitiveness are manifold and are found both on the 
demand and the supply side (Lundrup, & Wanhill, 2001; Pechlaner, Raich, Zehrer, & 
Peters, 2004). Keller (2005) also stresses the spatial aspect of a tourism destination in 
terms of competitiveness. Geographical aspects like the destination's location, its ac-
cessibility as well as its attractions have an impact on the competitiveness of a tourism 
destination. In addition to the market, resource and space based views of tourism; this 
paper will be giving closer regard to Pine and Gilmore's (1998) theory of the experi-
ence economy, which competitive units have to off er their customers an experience of 
high value to be successful in the market.
MARKET, RESOURCE AND SPACE BASED VIEWS
Porter's model of competitiveness (1990), which was primarily created in the fi eld of 
political economics, found also appreciation within tourism research. Th e competitive-
ness and, respectively, the innovation capability, according to Porter, are derived from 
the dynamics of the interaction amongst, in main, four diff erent terms and conditions. 
Th ese are factor and demand conditions, quality and structure of involved industri-
es, market and organisational structures as well as strategies and goals. Th e main so-
urce of competitiveness Porter sees is the adoption of the existing market structure 
(market-based view). Th erefore, a business strategy tailored to the external economic 
framework is needed (Ansoff , Declereck, & Hayes, 1999). Competitive advantages are 
achieved and safeguarded by providing off ers to attractive market segments, which give 
the target group better value than the competitors (Porter, 1996). Drucker (1954, p. 
37) had already explained that "there is only one valid defi nition of business purpose: 
To create satisfi ed customers. It is the customer who determines what the business is." 
Th is way, the target group's wishes and motives are inevitably drawn to the centre of 
consideration (Hanan, & Karp, 1989).
Th e condition factors named by Porter are resources and competencies. Adapted to a 
tourism destination, these are natural resources (attractive landscape, climate, location, 
etc.), tourism infrastructure (hotels, points of attraction), non-tourism infrastructure 
– which improve accessibility – as well as human and capital resources. According to 
the resource based-view the competitive advantage strongly depends on how effi  cient 
and how eff ectively the resources of a fi rm or a network are utilised (Wernerfelt, 1984; 
Barney, 1991; Pechlaner, & Fischer, 2006). In order to guarantee a product's success 
in the market, it should be based on a unique combination of resources relevant for 
competition. If the combination of these resources represents integrated entireties of 
technologies, know-how, processes and attitudes coordinated through organisational 
learning processes and if it makes a decisive contribution to customer value as well, it 
is considered as a core competence (Prahalad, & Hamel, 1990; Quinn, 1992). Th ere-
fore, the cultivation and development of core competencies is an important objective 
of any development of strategies based on resources.
Based on recent scientifi c debate, there are two ways to create competitiveness and 
competitive advantages: Th e adoption to customers' needs ("fi t") and the best usage 
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has been rising in importance, as well as a combination of both views (a combinati-
on of "fi t" and "stretch") (Bieger, 2000). In this combined view, the main mission 
of a business is to create customer value, to make the customer more successful and 
competitive or to improve his/her quality of life. Th e core competences (knowledge, 
resources, competencies and values) are the key to reach that goal. Strategies have to be 
developed on how to build on the resources to accomplish the mission under the given 
framework conditions. Th e core of the strategy is the development of products and 
services. Consequently, strategic product development can be seen as a key element in 
improving competitiveness and is thus in the initiation of rejuvenation process (Pech-
laner, Fischer, & Hammann, 2006).
In addition to the market-based view and the resource-based view, Keller (2005) adds 
the space-based view. Keller's geographical perspective stresses the accessibility of a 
destination as a relevant factor of competitiveness and includes the resource space. Part 
of this resource space is, for example, the destination's transport infrastructure, which 
enables the tourists to visit other resources in the destination space, like natural, cul-
tural and man-made attractions and attractions, on which the development of tourism 
products is based. As attraction points host experiences, destination space gains impor-
tance under the concept of the experience economy. Th e protection and allocation of 
resources and the opening up of the space by transport structures are main fi elds of 
responsibility of spatial planning.
EXPERIENCES
Th e economic system has been subject to continuous change. Starting with the indus-
trial age, within the last 50 years, these changes fi rst comprised the economy's tertiari-
sation and in the end the knowledge-based economy. More recently, however, another 
concept has taken its place: the economy of experience. In a way it represents the last 
and most current phase of economic evolution (Lorentzen, Hansen, & Lassen, 2007). 
Th e economy of experience advocates that only those competitive units that off er their 
customers an experience of high value are successful in the market (Pine, & Gilmore, 
1998). Th us, the experience value of a product or service is a dominant factor infl u-
encing consumers´ decisions to visit a destination (Pikkemaat, & Schuckert, 2006; 
Ritchie, & Crouch, 2000; Pine, & Gilmore, 1999) and is a phenomenon, which has 
been barely investigated (Knutson, & Beck, 2003). Th e visitor wants experiences of 
the greatest possible value. Th is applies, when the perceived benefi ts are greater than 
the perceived costs, compared to the perceived value of competing experiences (Gale, 
& Wood, 1994; Matzler, Hinterhuber, Bailom, & Sauerwein, 1996; Pechlaner, Smeral, 
& Matzler, 2002). Th e basis of this concept is the customer satisfaction approach ac-
cording to the Expectation-Disconfi rmation Model (Oliver, 1981) and the further 
elaborated approach of Customer Value Management (Gale, & Wood, 1994) building 
upon Adams´ Equity Th eory (1963) and the Comparison-Level-Th eory of Th ibaut 
and Kelly (1959).
Experiences are inherently personal and require active involvement (no experience 
without participation) (Knutson, & Beck, 2003; Prahalad, 2004; Ek, Larsen, Horn-
289
TOURISM REVIEW                    H. Pechlaner, M. Herntrei and L. Kofi nkVol. 57  No 3/ 2009/ 285-307
skov, & Mansfeldt, 2008). In this process the activator of an experience can be desc-
ribed as a stimulus and the experience itself as the result. Th e stimuli activating the 
experience can be produced through staged experiences, with time fl ow being a crucial 
factor (Andersson, 2007).
In conjunction, the concept of the experience chain has a specifi c eff ect. It demonstra-
tes that an experience needs to be an unlimited chain of emotional experiences without 
any negative impressions which could cut the chain. Th us, permanent impressions can 
be generated (Pine, & Gilmore, 1998). Based upon these emotional moments, a con-
tinuous mental constitution transpires, the so called 'state of mind' (Grötsch, 2001), 
which defi nes whether the attraction or destination, respectively, will be revisited. Ac-
cordingly, a great challenge for the future of tourism attractions and destinations is the 
active staging and management of highly qualitative and unique experiences providing 
a considerable experience value along the entire service chain.
In this context, it is of crucial importance to consider the tourism attractions holisti-
cally, as a network in destination space. Th e tourist's mobility between the attractions 
is part of the service chain, the destination space and the resource space, respectively. 
Th us, the experience chain with its experience fl ow should be extended to the space 
between the attractions; in particular, to avoid negative impressions, which can infl u-
ence the experience value of the attractions. Th e quality of experiences need not only 
to be measured and managed at the tourism attractions but also within the whole 
resource space, the space in which the tourist is moving during his stay. Th e challenge 
is to transform resource space into experience space (Lange, Herntrei, & Pechlaner, 
2008).
LINKING STRATEGIC PRODUCT DEVELOPMENT WITH SPATIAL 
PLANNING
Approaches for improving the competitiveness of a destination, e.g. for introducing 
growth or rejuvenation strategies, are found in the market, in resources and explicitly 
in the spatial resources and experiences. After integrating the economic points of view 
into a combination of resource and market, the space, including the experience space, 
should also be integrated into destination planning processes. Th e development of the 
resource space and the allocation of a close net of attraction points are tasks which are 
both in the fi eld of responsibility of spatial planning and product development. Th ere-
fore the following paragraphs aim to demonstrate a way of linking strategic product 
development with spatial planning.
Due to intensive competition among destinations and increasing market saturation, 
maintaining competitiveness calls for increased action in the fi eld of innovation and 
product development (Pikkemaat, & Weiermair, 2007). One of the most important 
tasks for the destination as a competitive unit is the creation of products and off ers 
tailored to certain target groups, in which the existing resources are combined in the 
sense of plain customer orientation in a way that allows guests to recognise its unique-
ness in comparison with other destinations. Th at can be achieved through innovative 
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product development processes. Th is approach is based on the assumption that core 
competencies are especially appropriate for that. Core competencies are perceived as 
special and unique by the customer, they are founded on authentic, communicable 
values and open access to a variety of markets (Pechlaner, Fischer, & Hammann, 
2006).
Th e regional core competencies are the starting point, the basis for the development of 
tourism products, and decisive for a destination's competitiveness. Core competencies 
are being defi ned by identifying abilities, technologies, know-how and resources avail-
able in the destination, which make a contribution to the creation of customer value 
(Prahalad, & Hamel, 1990).
Th e aim of the analysis of core competencies is to identify existing, missing and poten-
tial core competencies (Roberts, & Stimson, 1997). Th is is a diffi  cult process because 
core competencies are of complex, multi-layered structure. To avoid misinterpretation, 
it is necessary to early involve various stakeholders of the destination. As core compe-
tencies can be perceived by customers in the consumption of products and services, 
the classic analysis of the value chain, is an appropriate approach for the identifi cation 
of core competencies (Prahalad, & Hamel, 1990). Based on the results of the analysis, 
the identifi ed or relevant core competencies can be protected or developed. On the 
basis of the core competencies of the destination, the core products and core services 
and fi nally marketable products and specifi c packages can be created (Fig.1) (Pechlaner 
et al., 2006).
Figure 1
VALUES AND CORE COMPETENCIES AS THE BASIS OF STRATEGIC PRODUCT DEVELOPMENT 
According to Pechlaner et al., 2006, p. 45
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Further it is necessary to visualise the core competencies and their unique interactions 
with the values of the destination and to make sure the points of attraction and events 
remain in accordance with them. Only then would it ultimately be possible to create 
unique packages and off ers. Attraction points can be seen as geographical units or 
spaces attracting tourists through the combination of diff erent activities and services. 
Elements determining attraction points are the symbol, (e.g. architecture), the service, 
the experience, the participating customers and the original attraction (Brunner-Sper-
din, & Müller, 2006). Figure 1 illustrates further that strategic product development 
combines, both, the resource- as well as the market-based view. Both views are key 
approaches for defi ning rejuvenation strategies. As a strategic process, product develop-
ment can be understood as a circular fl ow which leads to continuous rejuvenation. 
Keller's (2005) spatial, geographical view of a destination is a quite general one, as 
his resource space includes, for example, the cultural and natural resources as well as 
the transport infrastructure or the man-made tourism attractions. Th is article aims to 
demonstrate that the diff erentiation between three spaces is in accord with developing 
an experience space. In order to do that three diff erent typologies of space (based on 
Keller's  (2005) spatial view of the destination and Pine and Gilmore's (1998) experi-
ence economy) have been derived considering the various aspects of tourism develop-
ment. In line with the research question, it will be argued that the development of an 
experience space needs a cooperation of spatial planning and product development 
(Fig. 2).
Figure 2
TYPOLOGIES OF SPACES IN TOURISM 
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Th e resource space provides the basic physical equipment for locals and guests. It in-
cludes the entire structural environment with all structures of supply as well as traffi  c 
and communication infrastructures, which allow social (Urry, 2002; Kesselring, 2006) 
and spatial mobility (Diewitz, Klippel, & Verron, 1998; Becker, & Gerike, 2000). 
Spatial mobility is a basic prerequisite for travel, and therefore of essential signifi cance 
for a destination. Only if a destination is accessible can it become a destination for 
fl ows of tourists. And only if a destination's partial spaces have been made accessible, is 
it possible to travel around the destination. Th e main areas of responsibility of spatial 
planning in the resource space are of course the protection of the natural and cultural 
environment. By zoning, spatial planning has to specify the dominant kind of space 
use and has to bring in line the diff ering demands. Spatial planning has to provide the 
clear preconditions for when and how an infrastructure, with a specifi c building use, 
may be built in a specifi c area. Furthermore, the planning of the transport infrastruc-
ture and therefore the accessibility of the destination are the under the remit of spatial 
planning.
Th e activity space is the space the visitor will open on his/her own during the holiday 
stay (Golledge, & Stimson, 1997; Schlich, Schönfelder, Hanson, & Axhausen, 2004) 
by making use of products and services along the chain of tourism services. As cultural 
tourists, for example, have other travel incentives than activity tourists, these groups 
call for diff erent products and services. Th e results are diff erent, sometimes overlap-
ping, individual or target-group-specifi c activity spaces situated in the resource space. 
Th is way, the activity space corresponds to the destination space defi ned from the de-
mand point of view (Bieger, 2000). Th e organisation of these spaces as well as the de-
velopment of products, attractions and services is the key task of the service providers. 
Th is takes place within the resource space. Although the creation of the activity space 
is a main task of the tourism industry and thus a part of product development, spatial 
planning has its role. Spatial planning gives the tourist the freedom to determine his/
her activity space or destination, but spatial planning also has to defi ne negative activ-
ity spaces (no go areas), to ensure that the diff erent requirements stay in balance and 
to meet the demands of the inhabitants. Specifi cations for the design and architecture 
have to be provided by spatial planning as well. As design and architecture represent 
the values of a destination the specifi cations, especially for the points of attraction, 
have to be developed with sensitivity. Spatial planning therefore defi nes the physical 
shape of the activity space.
Th e space, in which experiences are provided and consumed, is the experience space 
(Lorentzen et al., 2007). In this space the resources as well as the products and services 
built on them are provided with experiences within networks of service providers and 
guests (Bieger, & Wittmer, 2006). Experiences are mostly limited to isolated individual 
partial spaces of a destination (Zouni, & Kouremenos, 2008). In the experience space, 
however, experiences are expanded over the entire destination within the framework of 
an experience value management in a dense net of points of attraction, products and 
events (Lange et al., 2008). Th at is how a continuous, positive experience fl ow can be 
created, which has been identifi ed by Pine and Gilmore (1998) as decisive for success. 
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Th e experience space can only be created if spatial planning and product development 
are closely working together. Spatial planning is able to infl uence the density of points 
of attractions and thus can help avoid gaps in the experience fl ow. Th rough its binding
 guidelines, spatial planning can infl uence and speed up innovation processes in the 
tourism sector for the benefi t of the entire destination. On the other hand, spatial 
planning profi ts from the linkage as it is enabled to act pro-actively in most of its areas 
of responsibility, for example in planning the capacity of accommodations.
In order to operationalise the linkage between tourism development and spatial plan-
ning, concrete and common fi elds of activity have been defi ned within the interface of 
the concept of strategic product development (Pechlaner et al., 2006) and the typolo-
gies of spaces (derived from literature) (Fig. 3). Th ese fi elds shall address both the prac-
titioners from tourism industry and spatial planning and shall enable them to jointly 
work on the common tasks.
Figure 3
FIELDS OF ACTIVITY BETWEEN SPATIAL PLANNING AND PRODUCT DEVELOPMENT 
(illustrated by the authors)
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In order to test the developed approach of common fi elds of activity defi ned at the 
interface of spatial planning and product development this approach is implemented 
in a case study of an Alpine destination of South Tyrol. On the basis of the case study, 
it is demonstrated how planning these common areas of activity enable a step by step 
and integrated process of product development especially considering aspects of spatial 
planning.
Th e subject of this case study are three South Tyrolean municipalities in Northern 
Italy. Th e destination territory comprises 127.07 km² and 24,723 inhabitants in 2009 
(ASTAT, 2009). Eppan, Kaltern and Tramin in the southern part of South Tyrol, 
located along the South Tyrolean Wine Road, combine several scenic, cultural, but 
also economic elements. Th ey are integrated into an intensively cultivated, man-made 
landscape, which is closely connected with the theme of viticulture. Th e territory 
is rather characterised by the Mediterranean climate than by mountain landscapes, 
although mountain experiences are within reach. Th e tourism season is so far concen-
trating on spring, summer and autumn.  Th e fi rst part of the case study is dedicated to 
background information on the destination South Tyrol and on the legal conditions 
of spatial planning in the province, describing in detail the new South Tyrolean spatial 
planning instrument 'destination development concept'. Th e second part deals with 
the elaboration of this concept in the case study destination and with the specifi c im-
plications with regard to the research question of this article.
HISTORICAL DEVELOPMENT AND BACKGROUND
Tourism in South Tyrol started approximately 150 years ago with the establishment of 
large hotels along the railroad lines and mountain passes. Th e professional supply of 
integrated service chains, a narrow focus of products, as well as a large portion of inter-
national guests lead to the conclusion that, in those days, the South Tyrolean tourist 
villages and resorts went through their fi rst period of consolidation (also see Prideaux, 
2000; Pechlaner, Kofi nk, & Herntrei, 2008).
With the start of World War I, young tourism industry of South Tyrol's hit rock bot-
tom. At the end of the war, Austria had to cede the province to Italy and during this 
change, a great part of the existing tourism infrastructure changed hands. Th e entire 
tourism changed its appearance, as the target groups made up of aristocrats and the 
rich from the Belle Époque had ceased to exist. Th is means that "Alto Adige", as South 
Tyrol was now called, had already experienced its fi rst phase of radical stagnation.
Rejuvenation took place with the fi rst forms of mass tourism in the twenties and thir-
ties of the 20th century (Rohrer, 2003) and was intensifi ed, with great involvement of 
the South Tyrolean population, during the fi fties and sixties. During that period, locals 
from most social classes as well as large parts of South Tyrol's rural areas benefi ted 
from the tourism development. By 1979, the tourism economy reached boiling point. 
Th e steady development of the tourist supply culminated in a cessation in the expan-
sion of any further accommodation capacities, as decreed by the regional planning 
authority (Autonomous Province of Bozen - Bolzano - South Tyrol, 1979).
Case study: 
Rejuvenation 
in an Alpine 
destination
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Subsequently, between 1979 and 1993, new accommodation facilities in South Tyrol 
could not be developed at all. Since 1993, development, in terms of quality, was al-
lowed (Autonomous Province of Bozen - Bolzano - South Tyrol, 1993). From 1997, 
slight quantitative growth was only possible under certain conditions (Autonomous 
Province of Bozen - Bolzano - South Tyrol, 1997). As investments in the quality of the 
accommodation, restaurant equipment and design were primarily made during this 
period, the enterprises were left in a dilemma. On the one hand they had to comply 
with the guests' demand for more quality. On the other hand, they had no possibili-
ty to go ahead with the capacity increases required for it. In this period, South Tyrol 
experienced another phase of stagnation. Beds were lost and the number of guests 
declined in many places. In the municipality of Eppan, for example, the drop in the 
number of beds from 1987 until 2007 amounted to 34 percent (WIFO, 2009). 
In order to control the growth of tourism in South Tyrol, the provincial government 
has classifi ed municipalities based on their tourism development into municipalities 
with low, medium and high level of tourism development (Decree No. 55, Autonomo-
us Province of Bozen - Bolzano - South Tyrol, 2007a). According to this rating, which 
has been the basis for spatial planning since 1992 (Autonomous Province of Bozen - 
Bolzano - South Tyrol, 1992), growth of the tourism sector in touristically developed 
and strongly developed municipalities was limited in terms of quantity. Th e majority 
of South Tyrolean municipalities were classifi ed as touristically developed. In 2007, 
the provincial government began to grant these touristically developed destinations 
certain freedom for quantitative development. In order to enable these municipalities 
to realise quantitative and qualitative growth in tourism the provincial government 
introduced a new fi rm planning instrument at the interface between spatial and tou-
rism planning: the so-called 'destination development concept'. On the one hand, 
the implementation of this destination development concept is supposed to generate 
tourism growth in order to safeguard the local population's source of income in the fu-
ture. On the other hand, this growth is to be arranged in a way that takes the specifi c 
circumstances of the respective municipalities into account and will not place a heavy 
burden on the natural habitat. Th is should give interested enterprises enough freedom 
for expansion in a way that would be compatible with spatial planning. 
Th e 'destination development concept' is based on a series of obligatory qualitative 
as well as quantitative components proposed by governmental offi  ces, which have to 
be developed by the interested municipalities. Th e destination development concept 
is to include the following contents: in-depth analysis and evaluation of the current 
situation (economic, demographic and spatial development so far and future poten-
tial), the future focal points for tourism in the municipality (in order to strengthen 
the destination's profi le, to raise awareness of local resources and competencies, and 
to bring supply in line with the desired target groups), existing and planned tourism 
infrastructures, an evaluation of their impact on spatial development and, in the end, 
an estimation of the quantifi ed maximum growth potential (defi ned by the number of 
beds realisable) for a certain period of time. However, the legislator has limited overall 
growth in South Tyrol to the number of beds that existed on January 1st, 1985 in the 
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entire province (Autonomous Province of Bozen – Bolzano - South Tyrol, 2007b). Th e 
last component of this "destination development concept" specifi cally links tourism 
development with spatial aspects, since it should indicate specifi c criteria for the iden-
tifi cation of so-called "zones/sites for tourism facilities". On the one hand, these crite-
ria include operational aspects, such as the quality rating or the desired type and size 
of hotels. On the other hand, however, there are also criteria with regard to the geo-
graphic site selection within the municipality. Th ese criteria are supposed to guarantee 
the consistency between the extension of tourism structures and the villages' character 
(in terms of architecture and identity). Th is way, spatial planning becomes a creative 
instrument for the implementation of strategic tourism development, still maintaining 
the resources' quality and authenticity.
RESEARCH DESIGN
Following the before mentioned destination classifi cation by the provincial govern-
ment, the three municipalities Eppan, Kaltern and Tramin have been classifi ed as 
touristically developed. During the last two decades, however, they registered a slight 
but constant decline in arrivals and overnights, caused by structural changes on the 
market, but also on the resource-side. Since the three municipalities are of a very 
similar spatial structure and moreover frequented by the same market segments based 
on a similar product spectrum, the provincial government has decided to unify them 
into one pilot destination and to discuss cooperative perspectives of growth emanating 
from the combination of spatial and product development. Th e development of inno-
vative and experience-oriented products for this pilot destination has been embodied 
in the preparation of their common 'destination development concept', which they 
elaborated between October 2008 and April 2009. Th e purpose of this case study is 
to demonstrate that, given the right circumstances, the three municipalities succeed in 
giving new impulses for product development with the aid of this new spatial planning 
instrument. 
Th e case study is based upon the process of strategic product development (Pech-
laner et al., 2006) and three diff erent typologies of spaces (cf. section Th eoretical 
Background), under assumption that these two concepts defi ne a viable approach to 
tourism and spatial planning on the one side, and to the thematic tasks of tourism 
development and spatial planning on the other side. Th is is being enabled through the 
identifi cation of common fi elds of activity between these two concepts as illustrated 
in Figure 3, forming the basis for articulating the destination development concept in 
this case study. Th e fi elds of activity in this case study have been used as underlying 
structure and working steps by the three municipalities, joining tourism and spatial 
planning with regard to process and content. 
Th e common procedure for elaborating this 'destination development concept' con-
sisted of the identifi cation of core competencies as a fi rst step, followed by the deriva-
tion of related products and services. Th is second step included the analysis of tourism 
infrastructures (points of attraction) aiming at the improvement of the potential of the 
experience space in the pilot destination. 
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In order to answer the research question explained in the introduction to the article 
the following data and material has been collected, structured and evaluated in the 
framework of six workshops involving local stakeholders in the municipalities: statisti-
cal data regarding demographic and economic development (including tourism), sta-
tistical data regarding the development of land use, transport and traffi  c development, 
statistical data regarding the market demand as well as market research and indicators 
regarding spatial and environmental compatibility of tourism development in the des-
tination. Th e data was provided by the Provincial Institute of Statistics and the South 
Tyrolean Institute for Economic Research. Data from the years 1972 until 2008 was 
considered. In order to evaluate the point of departure in tourism in the pilot destina-
tion, seven guided interviews have been implemented (Eppan: 3; Kaltern: 3; Tramin: 
2) with local entrepreneurs, politicians and spatial planners. Th e interviews further-
more served as framework for the interpretation of the statistical data and for the valu-
ation of the tourism development potential. 
CURRENT CHALLENGES IN EPPAN, KALTERN AND TRAMIN
Th e municipalities of Eppan, Kaltern and Tramin are facing typical problems arising 
from the stagnation of tourism in several respects (see Butler, 1980). On the one hand, 
the destination's tourism structure is going through a phase of deterioration at the 
moment. On the other hand, there are certain developments, in particular in terms of 
spatial development, which tend to displace tourism. Th e municipality of Eppan, in 
particular, is aff ected by these developments. Th is village is located near the provincial 
capital Bolzano and, therefore, also suff ers strong migratory pressure. As a rule, people 
who moved here recently, show less understanding for the strains and burden of tou-
rism. General acceptance of tourism, and herewith also the local population's hospita-
lity, is on the decrease.
During the last twenty years, the three municipalities' local economies have experi-
enced signifi cant changes. Together with trade and the public sector, the hotel and 
restaurant industry represents the destination's most important employer (Autono-
mous Province of Bozen - Bolzano - South Tyrol, 2009). Th is fact is not refl ected in 
the respective companies' development, however. Due to the sharp drop of the Ger-
man source market, among other things, the overall number of non-hotel1 and hotel2 
accommodation enterprises has fallen signifi cantly. Th is fall amounts to between 30 
and 47 percent (WIFO, 2009). After the peak during the 1980s, this downtrend is 
also evident in the number of guest beds. Th ere has been a drop of between 19 and 
27 percent since 1985 (WIFO, 2009). In particular, this aff ected the lower rated en-
terprises (houses off ering one or two star accommodation). Recently, however, hotels 
with higher ratings also suff ered a decline. Consequently, the non-hotel companies lost 
many guests and overnight stays (see above).
Apart from structural problems that are typical for tourism, the destination of Eppan, 
Kaltern and Tramin is also struggling with other phenomena that make additional 
development of tourism in the future even more diffi  cult. Even if due to strict urban 
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design rules and regulations it has been possible to prevent the emergence of second 
homes, which are typical for stagnation phases, for the most part, re-adaptation of 
tourism infrastructures for residential accommodation represents an attractive alterna-
tive for many badly operating enterprises. Th e proximity of the provincial capital, but 
also the high quality of life in the villages, attracts a lot of people to settle in these mu-
nicipalities. Th is trend has been confi rmed by the population growth (ASTAT, 2009). 
Th e shift in signifi cance in favour of residential accommodation, however, aff ects the 
settlement areas as well. Th e village centres in the municipalities are rather densely cov-
ered with buildings, and the demand for houses continues. Th erefore, the rededication 
of buildings also directly accelerates the urban sprawl of the residential areas. What 
remains are oversized infrastructures which are diffi  cult to preserve. In connection with 
this development, also splinter development and increasing suburbanisation of the 
retail trade can be observed. Th e drop in tourist numbers, who formerly put some life 
into the historic centres, decisively aff ects the centres' attractiveness as public spaces 
and supply locations. Hence, the stagnation of tourism initiates a series of chain reac-
tions, which in the medium term not only jeopardise tourism itself, but also the qua-
lity of life and the livelihood of the local population. Th is is the starting point for the 
rejuvenation of the destination of Eppan, Kaltern and Tramin by means of this South 
Tyrolean 'destination development concept'. 
CREATION OF EXPERIENCE SPACES AND PRODUCTS
Based on the identifi ed common fi elds of activity (Fig. 3) the three municipalities de-
fi ned their future strategy of destination development. Together with a local steering 
group including decision makers from tourism, spatial planning and members of the 
municipalities' councils the single fi elds of activity have been discussed, processed and 
fi lled with specifi c content related to the potentials of the destination. Th e fi ndings for 
these are described in the following paragraphs.
As a fi rst step, the values and core competencies have been defi ned, based on process 
outlined in Figure 3, which are all strongly related to the knowledge of cultivation 
and manufacture as well as to the consumption and enjoyment of wine in the destina-
tion, which have been acquired in the course of the 3,000 years and for which it is 
possible to provide scientifi c evidence of the cultivation of wine in this region (Fig. 3: 
identifi cation of core competencies and derivation of themes). Table 1 shows how the 
four themes 'Heart of the South Tyrolean Wine Road', 'Culture & Architecture', 'Re-
laxation & Sports' and 'Village life' and several further sub-themes have been derived, 
based on the values and core competencies. As these steps are done within the resource 
space, spatial planning has to provide clear pre-conditions for which kind of infrastruc-
ture can be built where and how it should be built. Th e transport infrastructure, which 
provides accessibility of the destination, plays a central role.
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By linking up individual themes with the entire space or with certain partial spaces 
in order to consciously utilise regional strengths it was possible to spatially anchor 
the tourism themes in the destination (Fig. 3: spatial anchoring of themes). It enables 
decision makers to determine main focuses for product development. Th e anchoring 
of themes in certain partial spaces helps to realise the development of products, points 
of attraction and events in an objective-oriented and site-oriented way, with the aim 
of creating homogeneous spaces with high density and quality of experience. Within 
the framework of the concept, the themes 'Heart of the South Tyrolean Wine Road' 
and 'Culture & Architecture' have been coupled with the entire destination, while the 
themes 'Relaxation and Sports' and 'Village Life', have only been connected with spe-
cifi c partial spaces. In a further step, the main themes were subdivided. For example, 
the subtheme 'lake-activities' has been created, which is only signifi cant for the lake-
side areas in Eppan and Kaltern (Tab. 1). Th ese examples show that spatial anchoring 
of themes is strongly related to zoning by spatial planning. Th e tourism product deve-
lopment has to identify regional strengths and build on them, while spatial planning 
can support this process by setting rules and frames for preserving and protecting the 
destination's characteristics and strengths.
As has already been mentioned, the destination space defi ned by a certain theme 
should be endowed with a dense network of points of attraction, products and events 
(Bieger, & Wittmer, 2006). Above all, the creation of products and services for the 
densifi cation of this space is the responsibility of the great number of tourism service 
providers (Fig. 3: product development). Th e majority of them have already discovered 
the advantages of the themed product development. For example, an empirical survey, 
carried out in the three municipalities within the framework of the 'destination deve-
Table 1
STRATEGIC PRODUCT DEVELOPMENT IN EPPAN, KALTERN AND TRAMIN
Values & core 
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lopment concept', has shown that 65 percent of accommodation enterprises are al-
ready communicating the theme of wine, and off er adequate products and services 
(destination development concept Eppan, Kaltern and Tramin 2009). In the future, 
the destination development concept off ers tourism service providers quantitative 
as well as qualitative growth opportunities, even though it requires that the service 
providers are willing to adjust to the themes defi ned by the destination with regard 
to their range of products and services (Tab. 1). If this is not the case, the municipali-
ties will not grant the respective building permits. Th is way, the destination's profi le 
should be sharpened with a lasting eff ect. In the future only hotel projects with a mini-
mum rating of three stars will be granted a building permit. Furthermore, spatial plan-
ning can provide a framework for development of uniquely and authentically designed 
points of attraction. Th e architecture of attraction points cannot be underestimated, as 
both stand for the visibility of the destination's values.
With the safeguarding and integration of the core competencies into all products, 
points of attraction and events, it is possible for tourism to preserve its authenticity 
and its natural hospitality (Fig. 3: ensuring authenticity). Authenticity off ers the best 
context for tourists to enjoy adventures and experiences. Th erefore, authenticity is 
one of the key requirements for the conversion of the destination space into a unique 
experience space generating customer value (Bieger, & Wittmer, 2006). For the above 
reasons, the attainment of authenticity was given high priority in the context of the 
destination development concept. In the identifi cation and establishment of tourism 
zones, it is therefore very important to pay sensitive attention to the conversion of the 
status quo with regard to the village character as well as the preservation of the man-
made landscape. In the future, local service providers will be favoured where there are 
quantitative extensions, provided that they are interested in giving the existing tourism 
companies potential for growth. Th is does not exclude the possibility of investments 
by external stakeholders. Another aspect is the preservation of the unique culture, 
which is the basis for authentic experiences. Beside traditional structures like local as-
sociations or city festivals, spatial planning can work as an intermediary for bringing 
together local stakeholders with diff ering interests. Th is way spatial planning can pro-
mote the establishment of stakeholder oriented destination networks.
Among the themes that had been identifi ed, there is already a great number of points 
of attraction - some of them are shown in Table 1. In particular, the theme 'Heart of 
the South Tyrolean Wine Road' has a quite dense network of attractions. Th e wine 
road itself links up the attractions, among else some  25 wineries, of which the archi-
tectural highlight Manincor and the wine experience centre (Wein.Kaltern) stand out 
with their interesting modern architecture. In the future, the destination shall work 
on the development of the points of attraction in the respective thematic areas for 
better integration (Fig. 3: transforming themes into points of attraction). Th e goal is 
to create a dense and therefore clearly recognisable network of relevant points of at-
traction, products and events in each of the defi ned subject areas. Th is also includes 
considerations about products that no longer fi t the respective thematic area and there-
fore should be abandoned or replaced. Th e creation of points of attraction is part of 
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the product development process. Th rough linking product development with spatial 
planning, existing and future points of attraction become part of the 'destination de-
velopment concept'. In this way, the development of points of attraction can be sped 
up and guided into the desired direction, following the given themes.
Th e integration of the stakeholder and the guest is a prerequisite for the experience 
(Zouni, & Kouremenos, 2008). In this context, the formation of theme-specifi c net-
works and special interest groups with defi ned minimum qualities represents a great 
challenge for destination management (Dyer, & Singh, 1998; Pechlaner et al., 2008;). 
Apart from ensuring authenticity, it is now important to involve the guest in authentic 
situations (Fig. 3: creating involvement). Th is may be an accidental meeting with the 
farmer at the roadside or a table talk with the locals, but it can also include deliberately 
planned and staged moments, which are part of the off ered products and services. 
Th e successful example is that of the "Roter Hahn" (red rooster - farm holiday quali-
ty label) shows that guests prefer products that include involvement and authenticity. 
Another example would be the popularity and the incredible appeal of hike excursi-
ons guided by the local hoteliers for more than 25 years. Now it is the destination's 
responsibility and challenge to promote and encourage products and services off ering 
adventure and experience through involvement and authenticity by creating product 
specifi c networks. As spatial planning infl uences product development and can act like 
a promoter on innovation processes, it can have a positive infl uence on network build-
ing and on the quality of the fi nal products.
Th e case study shows that the identifi ed fi elds of activity provide the possibility to 
discuss tourism development from two diff erent perspectives: from the product de-
velopment point of view and from the spatial planning point of view. In following 
these planning steps the pilot destination Eppan, Kaltern, Tramin was able to consider 
both perspectives in their conceptual work and to defi ne common tasks for both sec-
tors in the future implementation of the concept. In the end, it provided quantitative 
and qualitative perspectives for tourism growth. Th e elaboration of this 'destination 
development concept' was therefore one important step forward to integrate tourism 
development with other disciplines for the benefi t of the competitiveness of the whole 
destination. 
With regard to the research question stated in the introduction, the aim of this article 
was to show through the case study how the linkage of spatial planning and strategic 
product development could be a factor of success in developing and implementing 
growth in mature destinations. To perform the linkage, the common fi elds of activity 
of both spatial planning and product development were defi ned. Th ese have been test-
ed in a case study of three South Tyrolean municipalities and have illustrated how the 
innovative products and experiences in destination spaces can be planned systemati-
cally. During the process of the elaboration of this 'destination development concept' 
spatial planning maintained and highlighted the natural and cultural resources of the 
territory. Together with the defi nition of themes and products through a joint eff ort 
Conclusions
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of all stakeholders it was possible to base the growth strategy on authentic resources 
and experiences. In doing so, this synergy contributes to creation of a dense experience 
space and directly changes the preconditions of destination growth and rejuvenation.
Another synergy is constituted by the defi nition of a clearly delimitated legal and the-
matic framework, the 'destination development concept' itself. Th is framework, on 
the one hand, describes the overall growth strategy of the destination. On the other 
hand, it gives local entrepreneurs a defi ned range for implementing their own growth 
objectives in compliance with the overall strategy. Th e framework is therefore tying 
all local actors (destination management, tourism entrepreneurs, public administra-
tion and politics) to committing to a collective target-oriented action. Especially for 
community-based destinations (Bodega, Cioccarelli, & Denicolai, 2004) such as Ep-
pan, Kaltern, Tramin, this collective action is rather diffi  cult to implement. Yet the case 
study demonstrated that the implementation of the new instrument 'destination de-
velopment concept' gives impulses in that direction. During the fi nal two workshops 
with local stakeholders the following conclusions could be drawn:
• Th e common fi elds of activity gave the practitioners a useful structure of their joint 
work;
• Th e cooperation between the stakeholders of the tourism industry and spatial plan-
ning became constructive and target-oriented after a short adjustment period;
• Th e main advantages that tourism stakeholders experience through this approach 
are growth opportunities, combined with strict spatial and quality regarded require-
ments. In particular, the quality aspect is strongly supported by the tourism industry;
• Spatial planners see the cooperation with the tourism industry as a relief in the ongo-
ing mediation process and confl icts about land use. Furthermore, they fi nd them-
selves in a pro-active and therefore more positive position;
• Target-oriented, collective action by interdisciplinary actors can therefore be consi-
dered a precondition for the implementation of growth strategies in a destination.
By means of an explorative approach, in this case study attempt was made to link in-
novation processes in tourism, in the sense of product development of destinations, 
with diff erent typologies of spatial development. Th e case study discussed shows in de-
tail the interfaces and potentials of such a linkage. Th is fi t is expressed by the common 
fi elds of activity between product development and spatial planning. Th is study can be 
interpreted as a qualitative pre-study to a quantitative survey in the area of entreprene-
urial product development. Hence, a number of implications remain.
With regard to the scientifi c discussion in strategic product development in tourism 
destinations the approach of using spatial planning to improve the tourism competi-
tiveness is rather unique. Th is, however, also applies for product development processes 
in practice. So far no case study has been elaborated in this context. Th erefore the case 
study of Eppan, Kaltern and Tramin is supposed to serve as impulse for tourism and 
spatial research to open the discussion on synergies. Such a scientifi c discussion might 
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be very useful even for practitioners, as its results might provide detailed guidelines 
how to avoid possible confl icts between tourism and spatial development and how to 
make use of these synergies in the future. In addition, the case study can contribute to 
the discussion from the economic point of view and their appraisal is suffi  cient to de-
velop and maintain the competitiveness of a tourism destination. Th e authors strongly 
believe that the integrated approach of the economic and space-based view, as exempli-
fi ed by the common fi elds of activity of product development and spatial planning, is 
of benefi t for the competitiveness of tourism destinations.
Another important implication of the case study regarding local destination manage-
ment is the added value provided by the cooperation of diff erent municipalities and 
industries. Th e fi rst pays reference to given spatial circumstances and conditions, so 
far often neglected in tourism development processes due to prevailing parish-pump 
politics. Th e latter might serve to reduce transaction costs in planning processes since 
relative stakeholders with diff erent thematic competences are included from the begin-
ning on and work on confl ict solutions at an early stage. With regard to the realisation 
of these 'destination development concepts', however, new mechanisms have to be 
developed in order to implement the tasks defi ned in the fi elds of activities. Th e steps 
that need to be taken address diff erent traditional implementation bodies both in mu-
nicipal administration as well as tourism organisations and single entrepreneurs. Th ey 
have to be coordinated in a joint manner. 
Finally the implementation of growth strategies depends on governance mechanisms 
within the destination. Th e range of action for implementing the strategies is defi ned 
by diff erent actors in various constellations of power. In classic governance constella-
tions the actors defi ning this range have been local tourism entrepreneurs and the 
destination management organisation. With the 'destination development concept' 
new actors defi ning the range of action, local public administration and spatial plan-
ners were introduced, leading to a shift in the constellation of power and changing the 
governance structure. 
Th e case study is one approach to defi ne rejuvenation strategies for traditional tour-
ism destinations, suff ering from stagnation, even though the success of these strategies 
cannot be measured yet. A further and ongoing research on the processes of change 
and development in the destination would be necessary. Th e approach applied in this 
case study is very specifi cally tailored to the rather unique legal framework for spatial 
development and tourism in South Tyrol. Th erefore other case studies are needed to 
confi rm the appropriateness of this approach for other tourism destinations with dif-
ferent framework conditions in terms of spatial planning.
In addition, the created common fi elds of activity, which have been defi ned in this 
article, need further empirical tests and a deeper theoretical discussion. Th e utilised 
approaches of strategic product development and experience space have thus neither 
been modelled suffi  ciently nor discussed and proofed by the scientifi c community. 
304
TOURISM REVIEW                    H. Pechlaner, M. Herntrei and L. Kofi nkVol. 57  No 3/ 2009/ 285-307
Endnotes:
1 Private accommodation, camping grounds, boarding houses, farmhouse holidays, youth hostels
2 Hotels, inns, pensions
Adams, J.S. (1963). Toward an understanding of inequity. Journal of Abnormal and Social Psycho-
logy, 67, 422-436.
Andersson, T.D. (2007). The Tourist in the Experience Economy. Scandinavian Journal of Hospitality 
and Tourism, 7(1), 46-58.
Ansoff , H.I., Declerck, R.P., & Hayes, R.L. (1990). From Strategic Planning to Strategic Management. 
In D. Hahn, & B. Taylor (Ed.), Strategische Unternehmensplanung – Strategische Unternehm-
ensführung: Stand und Entwicklungstendenzen (pp. 105-143). Berlin: Springer.
ASTAT, Südtiroler Landesinstitut für Statistik (2009). Online Database. Retrieved March, 2009, from 
http://www.provinz.bz.it/astat/de/service/daten-online.asp.
Autonomous Province of Bozen - Bolzano - South Tyrol (1979). Landesentwicklungsprogramm 
1980-1982 (LEP 1)
Autonomous Province of Bozen - Bolzano - South Tyrol (1992). Landesgesetz Nr. 21 vom 23. Juni 
1992.
Autonomous Province of Bozen - Bolzano - South Tyrol (1993). Landesraumordnungsgesetz Nr. 38 
vom 26. Oktober 1993 
Autonomous Province of Bozen - Bolzano - South Tyrol (1997). Landesraumordnungsgesetz Nr. 13 
vom 11. August 1997.
Autonomous Province of Bozen - Bolzano - South Tyrol (2007a). Dekret des Landeshauptmanns Nr. 
55 vom 18. Oktober 2007.
Autonomous Province of Bozen - Bolzano - South Tyrol (2007b). Landesraumordnungsgesetz Nr.3 
vom 2. Juli 2007.
Autonomous Province of Bozen - Bolzano - South Tyrol (2009). Unselbstständig Beschäftigte nach 
Wirtschaftssektor für die Jahre 1998, 2003 und 2008. Digital fi le delivered via email in March 
2009.
Barney, J.B. (1991). Firm Resources and Sustained Competitive Advantage. Journal of Management, 
17(1), 99-120.
Becker, U., & Gerike, R. (2000). Ziele von und für Verkehr (Wozu dient eigentlich unser Verkehr, und 
wie soll er aussehen?). Wissenschaftliche Zeitschrift der TU Dresden, 49(3), 2-6.
Bieger, T. (2000). Culture and tourism from the management point of view: Strategic competitive-
ness of destinations – the contribution of culture management. In P. Keller, & T. Bieger (Eds.), 
Tourism and Culture. Managing Chance, 42 (pp. 243-253). St. Gallen: AIEST.
Bieger, T., & Wittmer, A. (2006). Integrierte strategische Planung von Attraktionspunkten. In H. Pec-
hlaner, T. Bieger, & K. Weiermair (Eds.), Attraktions-Management. Führung und Steuerung von 
Attraktionspunkten (pp. 3–12). Wien: Linde.
Bodega, D., Cioccarelli, G., & Denicolai, S. (2004). New inter-organizational forms: evolution of 
relationship structures in mountain tourism. Tourism Review, 59(3), 13-19.
Brooker, E., & Burgess, J. (2008). Marketing destination Niagara eff ectively through the tourism life 
cycle. International Journal of Contemporary Hospitality Management, 20(3), 278–292.
Brunner-Sperdin, A., & Müller, S. (2006). Entertainment, Attraction and Engagement: Pre-Condition 
for the new holiday experience and leisure time! In K. Weiermair, H. Pechlaner, & T. Bieger 
(Eds.), Time Shift, Leisure and Tourism. Impacts of Time Allocation on Successful Products and 
Services (pp. 249- 267). Berlin: Erich Schmidt Verlag.
References
305
TOURISM REVIEW                    H. Pechlaner, M. Herntrei and L. Kofi nkVol. 57  No 3/ 2009/ 285-307
Butler, R.W. (2006). The Concept of Tourist Area Cycle of Evolution. Implications of Management 
Resources. In R.W.  Butler (Ed.), The Tourism Area Life Cycle: Applications and Modifi cations (pp. 
3-12). Clevedon u.a.: Channel View Publ. 
Butler, R. W. (1980). The concept of tourist area life cycle evolution: Implications for management 
of resources. Canadian Geographer, 14, 5-12.
Diewitz, U., Klippel, P., & Verron, H (1998). Der Verkehr droht die Mobilität zu ersticken. Internatio-
nales Verkehrswesen, 3, 72-74.
Drucker, P. F. (1954). The practice of management (1st ed.). New York: Harper. 
Dyer, J.H., & Singh, H. (1998). The Relational View: Cooperative Strategy and Sources of Interorgani-
zational Competitive Advantage. Academy of Management Review, 23(4), 660-679.
Destination development concept /Tourismusentwicklungskonzept Eppan, Kaltern, Tramin samt 
Pfatten Klughammer, delivered for approval on the 21st of April 2009.
Ek, R., Larsen, J., Hornskov, S.B., & Mansfeldt, O.K. (2008). A Dynamic Framework of Tourist Experi-
ences. Space-Time and Performances in the Experience Economy. Scandinavian Journal of 
Hospitality and Tourism, 8(2), 122-144.
Faulkner, B. (2002). Rejuvenating a Maturing Tourist Destination: The Case of the Gold Coast. 
Current Issues in Tourism, 5(6), 472 – 520.
Gale, B.T., & Wood, R.C. (1994). Managing customer value : Creating quality and service that customers 
can see. New York u.a.: Free Press.
Golledge, R.G., & Stimson, R.J. (1997). Spatial Behaviour: A Geographic Perspective. New York: The 
Guilford Press.
Grötsch, K. (2001). Psychologische Aspekte von Erlebniswelten. In H.H. Hinterhuber, H. Pechlaner, 
& K. Matzler (Ed.), IndustrieErlebnisWelten – Vom Standort zur Destination (pp. 69-85). Berlin: 
Erich Schmidt Verlag.
Hanan, M., & Karp, P. (1989). Customer Satisfaction. How to Maximise, Measure and Market your Com-
pany's Ultimate Product. New York: Amacom.
Keller, P. (2005). Innovation in tourism – creating customer value (Introduction). In Innovation in 
Tourism  -Creating Customer value, 47 (pp. 7-19). St. Gallen: AIEST.
Kesselring, S. (2006). Pioneering Mobilities. New patterns of movement and motility in a mobile 
world. Environment and Planning. Special Issue "Mobilities and Materialities", 269-279.
Knutson, B.J., & Beck, J.A. (2003). Identifying the Dimensions of the Experience Construct: Develop-
ment of the Model. In J.A. Williams, & U. Muzaff er (Eds.), Current Issues and Development in 
Hospitality and Tourism Satisfaction (pp. 23-37). New York: Haworth Hospitality Press.
Lange, S., Herntrei, M., & Pechlaner, H. (2008). From mobility space towards experience space. Increas-
ing the experience value in tourism destinations. Paper presented at the Consumer Behavior in 
Tourism Symposium 2008, Bruneck, 13.12.2008, Italy.
Laws, E. (1995). Tourist Destination Management: Issues, analysis and policies. Routledge: London.
Lorentzen, A., Hansen, C.J., & Lassen, C.I. (2007). Small cities in the experience economy: an evolu-
tionary approach / International conference: Regions in Focus? In Conference abstract volume 
(p. 39). April 2nd - 5th, 2007. University of Lisbon, Portugal. Seaford, UK: Regional Studies 
Association.
Matzler, K., Hinterhuber, H.H., Bailom, F., & Sauerwein, E. (1996). How to delight your customers. 
Journal of Product and Brand Management, 5(2), 6-18.
Oliver, R.L. (1981). Measurement and Evaluation of Satisfaction Response in Consumption: A Sug-
gested Framework and Research and Composition. Journal of Customer Satisfaction, Dissatis-
faction and Complaining Behavior, 2, 1-16.
306
TOURISM REVIEW                    H. Pechlaner, M. Herntrei and L. Kofi nkVol. 57  No 3/ 2009/ 285-307
Pechlaner, H., & Fischer, E. (2006). Alpine Wellness: A Resource-based View. Tourism Recreation 
Research, 31(1), 67-77.
Pechlaner, H., Fischer, E., & Hammann, E. (2006). Leadership and Innovation Processes - Develop-
ment of Products and Services based on Core Competencies. Journal of Quality Assurance in 
Hospitality and Tourism, 6(3/4), 31-57.
Pechlaner, H., Kofi nk, L., & Herntrei, M. (2008). Hotel-Resorts in South Tyrol: Drivers and Constraints 
for a Real-Estate-Based Development. In P. Keller, & T. Bieger (Eds.), Real Estate Management in 
Tourism (pp. 25-44). Berlin: Erich Schmidt Verlag.
Pechlaner, H., Raich, F., Zehrer, A., & Peters, M. (2004). Growth Perceptions of Small and Medium-
Sized Enterprises (SMEs) – The case of South Tyrol. Tourism Review, 59, 7-13.
Pechlaner, H., Smeral, E., Matzler, K. (2002). Customer Value Management as a Determinant of the 
competitive Position of Tourism Destinations. Tourism Review, 57(4), 15-22.
Pikkemaat, B., & Schuckert, M. (2006). The "new customer" in the experience economy : Implica-
tions for the management of theme parks with an edutainment focus. In K. Weiermair, 
H. Pechlaner, & T. Bieger (Eds.), Time Shift, Leisure and Tourism (pp. 233-247). Berlin: Erich 
Schmidt Verlag.
Pikkemaat, B., & Weiermair, K. (2007). Innovation through cooperation in destinations: First results 
of an empirical study in Austria. Anatolia, 18(1), 67-83.
Pine, J.B., & Gilmore, J.H. (1998). Welcome to the Experience Economy. Harvard Business Review, 
76(4), 97-105.
Pine, J.B., & Gilmore, J.H. (1999). The experience economy. Work is theatre & every business a stage. 
Harvard Business Press.
Porter, M. (1990). The Competitive Advantage of Nations. Harvard Business Review, 68(2), 73-93.
Porter, M. (1996). Competitive Advantage, Agglomeration Economies, and Regional Policy. Interna-
tional Regional Science Review, 19(1-2).
Prahalad, C.K. ( 2004 ). The co-creation of value. Journal of Marketing, 68(1), 23.
Prahalad, C.K., & Hamel, G. (1990). The core competence of the corporation. Harvard Business 
Review, 68(3), 79-91.
Prideaux, B. (2000). The resort development spectrum - a new approach to modeling resort devel-
opment. Tourism Management, 21, 225-240.
Quinn, J.B. (1992). Intelligent enterprise : A knowledge and service based paradigm for industry. New 
York: Free Press; Toronto, New York: Maxwell Macmillan Canada, Maxwell Macmillan Interna-
tional.
Ritchie, J.R., & Crouch, G.I. (2000). The competitive destination: A sustainability perspective. Tourism 
Management, 21(1), 1-7.
Roberts, B., & Stimson, R.J. (1998). Multi-sectoral qualitative analysis: a tool for assessing the com-
petitiveness of regions and formulating for economic development. The Annals of Regional 
Science, 32(4), 469-494.
Rohrer, J. (2003). Zimmer frei – Das Buch zum Touriseum. Bozen: Athesia.
Russell, R., & Faulkner B. (1998). Relieving the destination life cycle in Coolangatta: A historical per-
spective on the rise, decline and rejuvenation of an Australian seaside resort. In E. Laws, B. 
Faulkner, & G. Moscardo (Eds), Embracing and Managing Chance in Tourism; International Case 
Studies (pp. 95-115).
Schlich, R., Schönfelder, S., Hanson, S., & Axhausen, K.W. (2004). Structures of Leisure. Transport 
Reviews: A Transnational Transdisciplinary Journal, 24(2), 219 – 237.
307
TOURISM REVIEW                    H. Pechlaner, M. Herntrei and L. Kofi nkVol. 57  No 3/ 2009/ 285-307
Thibaut, J.W., & Kelley, H.H. (1959). The social psychology of groups. New York, NY u.a.: Wiley.
Urry, J. (2002). Connections, Environment and Planning. Society and Space, 22(4), 27-37.
Wernerfelt, B. (1984). A resource-based view of the fi rm. Strategic Management Journal, 5(2), 
171-180.
WIFO, Wirtschaftsforschungsinstitut der Handelskammer Bozen (2009). Südtirol: Anzahl der 
gastgewerblichen und nichtgastgewerblichen Beherbergungsbetriebe, Betten, Ankünfte und 
Nächtigungen ab 1972. Digital fi le delivered via email in March 2009.
Zouni, G., & Kouremenos, A. (2008). Do tourism providers know their visitors? An investigation of 
tourism experience at a destination. Tourism and Hospitality Research, 8(4), 282-297.
Submitted:  05/29/2009
Accepted:    11/27/2009
